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Everybody says 
that advertising business has been dull during the 
six monthsending June 30th, 1890, and observation 
inclines us to believe that “everybody” is correct 
in this opinion. 


Notwithstanding 


this, our business for the last six 
months has been larger than for any 
six months since we began business, “a 
and this too without any particularly 
large orders to swell the amount. 


There’s food 


for thought in this condition of things. The reason 
for it is of interest to advertisers as well as ourselves. 


N. W. Ayer & Son, 


NEWSPAPER ADVERTISING AGENTS, 
Times Building. PHILADELPHIA. 
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A Public’s Concession 





When 16,000 answers are had from a single 50 line 


advertisement, or 5,000 money replies 


from a 5 line “card,” one time, little 


remains to be said by a publisher as to 
the value of his medium to a _ shrewd 


advertiser. 


The publisher of 


ADIES HOME 
Fe OURNAL 


is content with the mere presentation of! 


such facts, 


A public concession is far better than 





A publisher’s boast. 





RATE.—$2.50 per agate line—s500,000 Circulation. 


CURTIS PUBLISHING CO., 
Philadelphia, Pa. 
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BALLADE OF THE NEWSPAPER 
200" 
You may talk of pamphlet and almanac ; 


Of bills stuck high on the lofty wall ; 
Of the “sandwich man,” with his lettered 


back, — 
3ut the “ad.” in the newspaper beats 'em 


all. 
And now that the robins begin to call 
Merrily unto the April skies, 
And the calf in the barnyard ‘gins to bawl— 
Now is the time to advertise. 
What isthe use of card and tack 
(The painted rock is a case of “ gall *’), 
Letters colored or letters black ? 
The “ ad,”’ in the newspaper beats ’em all. 
And now that the trout-brook, fall on fall, 
Is ringed and rippled with cast and rise, 
And the New Year stirs ‘neath the Old Year's 


ee : 
Now is the time to advertise. 
ENVOY. 

Men of business—short and tall,— 
The “‘ad.”’ in the newspaper beats ’em all. 
Open your check-books, hearts, and eyes— 
Now is the time to advertise 
—Henry Karisten, inthe Hotel Men’s Guide, 


“WANT” ADVERTISEMENTS 


It is a significant fact that the news- 
paper which controls the so-called 
‘*want” advertisements of a city is in- 
variably a profitable property. ‘I here is 
no feature of the modern newspaper—if 
the deaths and marriages are excepted— 
that has so many eager readers as the 
department of ‘‘want”’ advertisements ; 
and so it follows that the newspaper 
which is recognized as the great ‘* want” 
medium will be bought by many per- 
sons who might prefer another paper, 
so far as purely editorial character is 
concerned. 

Then, again, the bulk of ‘‘ want” ad- 
veitising exerts an indirect influence 
upon the general advertising patronage. 
A healthy showing of *‘ wants” is one of 
the best arguments that can be brought 
to bear upon the general advertiser by 
the publisher. Every one knows that 
the man who insertsa four-line ‘‘ want” 
card has the best of means for judging 
the advertising value of a given medi- 
um. He, and many others like him, 
soon come to recognize which paper 
will bring the best results, and the gen- 
eral advertiser feels that he can safely 
rely upon their verdict. 

The ‘‘ want” advertisements also 
bring in a direct income, which, in many 
cases, amounts to a very considerable 
sum. It is true that they cause the 
publisher a great deal more annoyance 
and trouble than any other class of 
advertising ; but their value so great- 
ly overbalances this that the one 
question in most newspaper offices is : 
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‘How can we build up our ‘ want’ 
patronage ?” 

The best answer to this is: Publish 
a good paper; get the largest circula- 
tion. The largest circulation, generally 
speaking, brings the biggest results, 
and, as already stated, the ‘‘ want” ad- 
vertiser, above all others, has the best 
opportunity of judging of results, No 
matter how ingenious are the efforts 
the publisher makes, if he has not cir- 
culation behind him he cannot hope to 
retain a regular patronage of this char- 
acter, Yet it is true that even the pa- 
per with the largest circulation in its 
city needs to make a strong effort if it 
would retain undisputed possession of 
this field. Mention of the methods 
adopted by different publishers toward 
this end may not prove uninteresting. 

There are two classes of methods, 
general advertising and personal so- 
licitation. Of these, the first is more 
in accordance with the principles ad- 
vocated by the newspaper publisher 
on ordinary occasions, although both 
methods are frequently combined to 
advantage. In the way of general ad- 
vertising, the publisher’s own columns 
naturally suggest themselves as the first 
medium to be employed. He forth- 
with begins to advertise more or less in 
his own paper the value of its columns 
as a means of securing a situation, fill- 
ing a position, or effecting asale. Of 
course he can make his own choice of 
position, and if he has a good circula- 
tion he will soon find that such meth- 
ods begin to tell. For this purpose it 
has largely become the custom to utilize 
the space at the right and left of the 
paper's head on its first page. This 
derives much value from its being a 
position which would not be sold to 
other advertisers. Some papers resort 
to signs as well, and post the town 
with placards calling attention to the 
value of their ‘‘ want” columns, and 
perhaps mentioning the rate. And this 
leads to a consideration of another 
branch of the subject. 

The rate naturally has much to do in 
attracting advertisers, even though the 
expenditure be limited to the fractions 
ofa dollar. If a man can accomplish 
his object as satisfactorily through the 
medium of a twenty-five cent ‘‘ want”’ 
as through one that costs three or four 
times as much, he chooses the cheaper 
medium; and as the ‘‘ want” advertiser 
usually has but a single article to sell, 
or a single position to fill, he needs but 
one satisfactory applicant. The prac- 
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tice of reducing rates, therefore, and 
idvertising that fact is one of the com- 
nonest ways of increasing this patron- 
ge. Some papers have even gone so 
far as to insert cards free of charge for 
1 limited length of time in certain of 
heir ‘‘want”’ columns, particularly 

Situations Wanted.” But even giving 

way space will not build up a ‘‘ want” 
patronage unless the paper has a good 
irculation, for the ‘‘ want”’ advertising, 
t should be remembered, puts circula- 
tion to the severest test. 

In the way of personal solicitation, 
the commonest method is the sending 
of circulars to persons advertising in 

1er papers. Here, for example, is a 
circular put out by the Brooklyn Cié- 

mS 

‘THE CITIZEN” is now recognized 
as the BEST WANT MEDIUM in 
Brooklyn. 

POPULAR RATES; 

LARGEST RESULTS. 

Circulation GUARANTEED 37 per 
cent. greater than last year and increas- 
ing every day. 

The inclosed ad. will cost you only 25 
Cents for one insertion, 60 Cents for three 
times, $1.25 for seven times. 


i 


= CITIZEN” 
will not regret it. 


This is followed by a list of the 


Give the a trial and you 


ranch offices where such advertise- 
ments may be left. Advertisements 
n other papers are cut out, pasted on 
the circular and sent to the various ad- 
resses given. If one’s original adver- 
tisement has failed to do the business, 
tis not unlikely that this circular will 
e the means of his trying again in the 
per soliciting a trial. 

(nother method of soliciting a cer- 
n class of patronage is carried on by 
» New York 7ridune and other pa- 

rs. Atraveling representative carry- 

g a big gripsack of circulars is sent 
> rounds of the summer-resorts. He 

es into each hotel and under the door- 

f each guest he tucks a circular 
nviting the reader, upon returning 
me from the country, to try the 
/ribune as a means of procuring relia- 
e servants. This causes comment at 
time, and is likely to result in < 
bstantial increase in business later 
the season, 

Such schemes for increasing the bulk 
‘want ”’ advertising may be carried 
indefinitely, limited only by the in- 

nuity of the publisher. The New 
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York World has particularly distin- 
guished itself in this field, and doubt- 
less a portion of its success has been 
due to the enterprise manifested in this 
department. One of its latest novel- 
ties has been the introduction of a 
column of ‘‘ want” advertisements 
printed in German. It also introduced 
the scheme of furnishing free to all 
real estate advertisers, spending above 
a certain amount, a cut of the property 
advertised. Some months ago it print- 
ed once a week a synopsis of the 
‘want’ advertisements of the pre- 
vious day, making it in the form of 
an entertaining article, and quoting in 
full advertisements which were spe- 
cially curious, or out of the ordinary 
run. 

It is an interesting matter to look 
about in various cities and pick out 
those papers which are conceded to 
control the ‘‘ want” advertisements of 
that particular locality. In each case 
it will be found that this condition is 
due to energy, brains and a plentiful 
supply of ideas in the business depart- 
ment. 


A PLAIN-SPOKEN ADVER- 
TISEMENT. 


The genuineness of the following 
advertisement is vouched for by Chatter: 


AMERICAN HOUSE, 
First Avenue, near the Court House, 
COLUMBUS, MISS. 

NO STYLE, NO APOLOGY, NO WIND PUD- 
DING, BUT RUN ‘ON THE 
HOG AND HOMINY STYLE. 

Have converted the Parlor into an excellent 
SAMPLE ROOM, with an elegant bed, so 
the Commercial haw - can rest his Weary 
Tongue. . BROWN, Proprietor. 

While this may not be particularly 
remarkable for elegance in diction, it is 
undeniably straightforward; and guests 
who do not fancy the *‘ hog and hom- 
iny style” will at least be able to con- 
sole themselves with the thought that 
they have stopped at one of the most 
curiously advertised hotels in the coun- 
try. 








<> 

THE average country printer believes 
that the bigger and blacker the type 
of his handbills, and the more differert 
styles of type he can crowd thereon, 
the better. The men who nowadays 
are making advertising an art know 
that words must be few and winged, 
wood cuts simple and beautiful, and 
type clear, if the advertisement is to be 
successful.—Golden Rule. 
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KEEPING TRACK OF ADVER- 
TISEMENTS. 


I use a very simple device in my 
office to keep track of customers as a 
sort of ‘‘ ready reference,” which I am 
willing should be shared by publishers. 
It consists in two sets of cards of the 
same size and ruling, but of different 
colors, The blue cards I use for home 
customers, and the pink for those out- 
side of Detroit. 

Their use will be best understood by 
an explanation of the inclosed card. 
It contains a ‘‘ skeleton” description 
of the last contract with J. C. Ayer & 
Co. Beginning at the left, the date 
shows when the contract was begun. 
The number ‘* 4,786” is the number 
of this contract on the regular adver- 
tising register. The number ‘‘ 56” in- 
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I thus have the whole range of cus- 
tomers, or possible customers, at my 
fingers’ ends, where I cannot overlook 
them, and where the perpetual endeavor 
is to get the ‘‘ out’ cards in among the 
‘*ins.” 

The left-hand upper corner is clipped, 
so as to show the index letter upon ful! 
cards, which are put in so as to separate 
the cards into groups by letters. 

W. H. Brear.ey. 


>-—__—_—— 


ADVERTISING IN AMERICA, 


‘* Never lay aside an American news- 
paper,’’ says that French satirist with 
an Irish pseudonym, Max O’Rell, 
‘** without looking over the advertise- 
ments, Ten to one you will be re- 
warded for your patience.” 

It is popular to Jament the absence 





dicates the size of the advertisement in 
agate lines. The ‘‘ 4” stands for 4th- 
page location. The ‘‘104” is the 
number of times it is to run within a 
year, and the ‘‘8” is the price per 
agate line, while the $465.92 is the 
total price. The date to the right 
shows when the contract was completed. 
The lines below are sufficient for eight 
or nine years’ use, a line being used for 
each year. 

I have a box with two compartments, 
each large enough for about 300 of 
these cards to set on edge, like the in- 
dex cards in alibrary. One of these 
compartments is for live (running) 
contracts, and I call it my ‘‘ins.” 
The other, of course, is devoted to the 
*‘ outs,” or those contracts that have 
not been renewed, or those I have 
never secured, 


of a distinctive literature, a distinctive 
art in America. But whatever skill we 
may possess in either field finds dis- 
tinctive expression in our advertise- 
ments. To the American people may 
be justly credited the elevation of ad- 
vertising to an art—an art which com- 
mands to-day the admiration of the 
world, 

The genius of Hogarth, the grace of 
Addison, the wit of Swift, the credu- 
lity of Munchausen are to be found in 
the American merchant's appeal for 
public patronage. 

There is nothing Jonathan will not 
risk in pursuit of the almighty dollar. 
This is a matter of serious regret to 
the foreigner. An Englishman, writ- 
ing less than fifteen years ago Says: 
‘* American editors have peculiar no- 
tions on the subject of advertisements 
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1 the duties of advertisers.” He 
n proceeds to cite instances of their 
propriety or morality, and in the 
ist of his apologies for doing so he 
breaks off with the consoling remark 
‘that the majority are too intent on 
tting money to care much for what 
is said of them.” The humor in the 
eneral run of American advertise- 
ments is their redeeming merit in the 
foreigner’s estimation, Johnny Bull 
will shake his sides while he tells you 
of the grocer in Pennsylvania who in- 
scribed on the fence of a graveyard, in 
large white letters : ‘‘ Use Jones’ bot- 
tied ale if you would keep out of here;”’ 
the merchant in New York State 
o left his column entirely blank, 
th this note in very small type at the 
ttom: ** This space was sold to 
A. E. Brennan & Co.; but as their 
business is sufficiently brisk already, 
they decline to use it.” 

The writing of advertisements is as- 
suming the dignity of a profession. 
Much of the style of writing is charm- 
ingly seductive, and withal contains no 
little information of a scholarly nature, 
as many a reader has discovered after 
perusing a half column with quicken- 
ng interest to find in the end how he 
may become a Hercules in strength or 
a beauty by the use of certain elixirs ! 

ere is more money in the writing of 
advertisements than in legitimate lit- 
erature. Agencies solicit the writing 

advertisements and guarantee ap- 

priate illustrations, and the inser- 

1 of same in whatever newspaper 

periodical the advertiser may desire. 

lost of the celebrated advertisers write 
cir own notices, 

It is only needful to repeat a thing 

n enough,” says Goethe, ‘‘ and 

trybody will end by believing it.”— 

X. McCabe, in the Chicago Herald. 


or 
W 
v 
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SHOW BILLS. 
e better class of amusement cater- 
ant to stop the lithograph and 
w printing entirely, for it fills 
theatres at least one night a week 
a deadhead audience that never 
s when it has to pay. But only 
r three are strong enough to re- 
the temptation to placard the town 
their show bills and confine their 
tising to the columns of the dif- 
journals. Yet it is a stubborn 
that those managers who do are 
most successful.—M. Y. Corre- 
idence Philadelphia Times. 
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LEGAL ADVERTISING. 


We have referred in the past to ad- 
vertisements which make use of legal 
terms and forms. We were recently 
served with a document bearing the 
following indorsement : 

** E. X. Cellence 
—vs.— 
T. Rash.” 

The sub-inscription was as follows: 
** Claiming Superiority in Manufac- 
ture, Henry Solomon and Son, city 
of Savannah, County of Chatham, 
State of Georgia, the piaintiff.”. The 
inside followed also the !ejzal style, and 
commenced with the pompous ‘* Know 
all men by these presents.” It was in 
effect an address to merchants con- 
cerning crackers, and showing up the 
features of good crackers as compared 
with those of questionable quality. The 
witnesses in the case were given as 
follows: Finest Flour, Pure Lard, 
Granulated Sugar, Creamery Butter, 
Purest Spices, Selected Fruit, Perfect 
Plant and Competent Help. The 
judge’s name appeared as follows: 
Judge P. E. Fection, Highest of 
all Rulers.—Wilhams. 


-- 


THE ADVERTISING MAN. 


It has often been said that an adver- 
tising agent must be born with a genius 
for his work, like the poet he is *‘ nas- 
citur non fit.” You can train a man to 
be a merchant, a lawyer or a parson; 
but all the training in the world will 
not make a successful advertising man. 
He must be the possessor of a kaleido- 
scopic character, tact, shrewdness, keen 
judgment of human nature: the news 
instinct of the journalist, and the finan- 
cial acumen of the business man must 
meet in happy combination; and above 
and around all must be that indefinable 
quality, which, for lack of a better term, 
we call magnetism. Such a combina- 
tion might make a success in almost 
any walk of life, but the combination 
is absolutely essential to success in the 
advertising business.— Journalist. 

EE AT ae 

THAT people should use the same 
practical common sense in advertising 
that is necessary to transact any other 
business would seem to be an indis- 
putable proposition. Yet there are 
gentlemen who are extremely good 
business men in all other respects who 
will make grievous errors in this direc- 
tion.—Knoxville Sentinel. 
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ABOUT PRINTERS’ INK. 


This is the day of printers’ ink, and 
the prizes are for those who use it. 
Your traditions and prejudices may be 
to the contrary, but the world doesn't 
care a fig for them. The man who 
sits and waits for his trade in these 
days gets left. Don’t advertise, don’t 
quote your price lists, don’t see that 
your city or your business is repre- 
sented in your patronizing territory, 
and don't stand up manfully alongside 
of those who are fighting for your 
rights and interests, and there can be 
but one result—shriveling up. Good 
salesmen, first-class articles, gilt-edged 
credit are not enough. They are ex- 
cellent, necessary—but not enough. 
Printers’ ink beats them in the long 
run. Uncle Sam's mails go every day, 
carrying their freight of special offers, 
new crops, long credits, cash discounts, 
job lots, and lovers’ tales from every- 
where. And in the end your trade is 
seduced. It’s the world-old story of 
the honeyed tongue and the open ear. 
In the fierce competition of these days 
old habits and associations simply can- 
not stand the pressure. The trade is 
for the man who uses printers’ ink.— 
Grocery World. 

2 

“SNAP” ADVERTISING 

SCHEMES. 


There is probably no branch of busi- 
ness so little understood by business 
men generally, and there is certainly 
nothing so essential to success in any 
mercantile or manufacturing enterprise, 


as advertising. The most successful 
men in both advertise in newspapers ; 
and no one who has any foresight or 
experience would think of not using 
newspapers first, and other mediums 
only as an adjunct. 

No field is so thoroughly worked and 
so much ingenuity displayed to induce 
people to invest money as in these 
numerous schemes which are generally 
of but little benefit and often worthless, 
Thousands of dollars are annually ex- 
pended in this way and people will 
patronize them, paying exorbitant 
prices for some transient benefit ; peo- 
ple who would refuse to pay the same 
money for a standing advertisement in 
a local newspaper. 

This class of people is the first to 
complain bitterly when outside parties 
who understand their business, open in 
their midst and take away their patrons 
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by liberal newspaper advertising. They 
censure the newspapers because they 
carry these advertisements for strangers, 
and they seem to forget that the press 
has any power until it is demonstrated 
to their disadvantage, when they invoke 
its influence to correct the very evils 
they are directly responsible fo: 
Nothing delights wide-awake, energet 
advertisers so much as to get into 
locality where those in business are too 
penurious or indifferent to make use of 
the newspapers, and when they do, there 
are both profit and amusement in store 
for them, 

There is no safeguard like a local 
newspaper. Nothing can do more to 
keep up a town and help business; and 
merchants, above all, should give them 
the preference. Yet frequently the 
only return the papers get for their en- 
terprise is depreciation from those whom 
they have benefited both directly and 
indirectly. As long as this is the case 
newspapers will be prone to welcome 
newcomers in the field, even if their 
visits are brief. —/arrisburg( Pa.) Call 


PRINTER, BLOW YOUR 
HORN 


The printing business is very much 
like every other class of business as 
regards advertising itself. The print 
must blow himself or the proverbial 
horn won't be blown. The print 
has this advantage, however: his w 
is always advertising his business, a: 
saves him a great deal of lung powe 
The printer should never let a job go 
out of his office without his impri: 
and consequently he cannot afford to 
do any botch work. Having made a 
specialty of doing only good work, or 
first-class work, it is well forthe printer 
occasionally to point out to his cus- 
tomers the merit of his work, Cus- 
tomers do not always see and appre- 
ciate the fine pointsof a job, It makes 
a good impression, and educates the 
customer to an appreciation of good 
printing.—British Printer. 


> 
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AN enterprising chap in Connecticut 
has patented a tonic which he adver- 
tises in the spring as ‘‘ the great spring 
tonic.” In thesummer he calls it ‘* the 
great summer tonic,” and in the fall 
and winter the term is changed to meet 
the season. A patent medicine man 
with ‘‘a great tonic” for only one 
season of the year can’t expect to do 
much business.—Zx, 
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Correspondence, 


A CHICAGO OPINION. 


Ficaro Eprrorrat Rooms, 
Cuicaco, Ill., July 21, 1890. 
Editor of Printers’ Ink: 

The discussions now going on in Printers’ 
Ink regarding the best methods of attracting 
trade through newspaper advertising have 
been of much interest to all your readers in 
Chicago. From experience and observation, 
I have always found the best results were ob- 
tained from placing snappy, catchy lnes in 
local reading matter, or buying space in in- 
teresting columns for long reading notices, 
lhe literature of advertising is becoming more 

ghly graded yearly, and the information 

w inserted in reading advertisements is of so 
full and varied a class that newspaper readers 
are more than willing to read the call to pur- 
chase, although they know it contains a notice 

ewhere within its lines concerning some 
soap, Shoes, whisky or,bitters, 

Anecdotal adv ertisifig is perhaps the very 
best of all forms—for the world likes stories 
of its great men and women; and a joke is 
read and remembered, when display heads 
aud type are forgotten. 

J. C. B. AnpREws, 
—_———_~+or 
GOOD VERSUS BAD ADVER- 
TISING, 


G. W, Frave.t & Bro., 
8 N. Eicuru St., PHtcapecenta, 
July 24, 1890. 
Editor of Printers’ Ink: 
I here are certain advertising solicitors who 
call upon those with little or no experience in 
ertising, and exhibit to them a flattering 
ti - carefully written and elegantly word- 
ed, which will be inserted free of cost in a 
paper to be widely circulated where the so- 
0 exhibits it ; and, as a matter of course 
in return for this generous and good- natured 
fer to have the notice inserted, the adver- 
tiser must sign a contract to take a number of 
the papers at the copy rate, for distribution 
ng his customers, to defray the expense 
rinting, etc. Our experience in adver- 
g teaches us to patronize those papers 
h are well established in circulation and 
tation. The rates may be higher, but the 
rns are greater, Advertising is a force as 
t as knowledge is power. 
G. W. FLave.y. 


Pa., > 


fy 


> 


‘ By their newspapers shall ye know 

m,"’ was the very apt comment of a suc- 

ful merchant upon the claims of an as- 

ng community whose citizens were solicit- 

his iaterest and endeavoring to impress 

y » his the enterprise of its people. Year 

ar the newspaper of a community is be- 

ng more definitely an index of the enter- 

se and progressive tendencies of its people. 

© newspaper which ten yearsago was satis- 

tory to its constituency in a city of fifty 

isand inhabitants does not compare favor- 

y with the average paper wich is now de- 

inded in a town of one-fourth that size, The 

lic are better and more liberal readers and 

trons of the press, and the competition 

ch the demand for improvement has cre- 

ed has inured both t' the benefit of the 

ler and advertiser, and the publisher. who 
.cets the requirements.— Brockton Shoe. 
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Advertisements under this head, two lines or 
more, without display, %e. 


aged JOURNAL. 


N.* 


ranuees CALL, Quincy, I. 


a@ line. 


Argosy, 114,000 w. 


HE WEATHERFORD (Texas) CONSTI 


TUTIO 
HE NEW Ln REGISTER is a com- 
plete newspape 


TAVHE NEWs— > circulation in Kings- 
ton, Ont. Over 2,000 daily. 


NHE ARGONAUT goes : into all the well-to 
do families of the Pacific Coast. 


MVHE NEW HAVEN REGISTER is the lead- 
ing family paper of Connecticut. 


TEYHE NEW HAVEN REGISTER circulates 
among a prosperous class of readers. 


HE MORNING NEWS, New Haven.—The 
largest morning circ’n in Connecticut. 


HE HOME CIRCLE, St. Louis, Mo. Month- 


ly; 5,000 cire’n. Rate, 0 cents per line. 


HE NEW HAVEN REGISTER allows 
none but the best class of advertising in 


its columns, 


NHE ARGONAUT is the only High-Class 
Political and Literary Weekly published 
on the Pacific Coast. 


HE ARGONAUT has a larger circulation 
than any paper on the Pacific Coast ex- 
cept three San Francisco dailies. 


"PVHE PITTSBURG DISPATCH, vide Geo. P. 
Rowell & Co., circulates between 50,000 
and 75,000 copies each Sunday issue. 


YAN FRANCISCO CALL, the best morning 
s newspaper in California. Unequaled in 
circulation, character and influence. 


CYAN FRANCISCO BULLETIN—estab. 18%5— 
© is the leading evening newspaper of Cali- 
fornia in circulation and in influence. Try it. 


HOUSANDS of pagie stamped copies of 

THE ARGONAUT pass through the San 
Francisco post-office every week, remailed 
by subscribers. 


APER DEALERS —M. Plummer & Co, 

of 161 William St., New York, will fill 
any order for paper—from half a quire to 
thousand-ton lots. 


TW\HE NEW HAVEN REGISTER has a long 

sustained circulation among a regular 

= of yeasty subscribers, and the number is 
ly increasing. 


CIENCE, published at New York, Y., is 

one of a select list of TY recom- 

mended to advertisers by Geo. P. Rowell & 
Co. as a desirable medium. 


DVERTISEMENTS received for leading 

American newspapers. Files kept three 

months for examination by advertisers. Ad- 
dress GEO. P. ROWELL & CO., New York. 


USCATINE, IOWA. — 15,000 wide-awake 
people, building new $150,000 high betdge. 
Rowell . recommend THE JOURNAL, 
5&0 years old, as best Daily and best Weekly. 


LECTROTYPES.—A large stock of elec- 

trotypes of engravings—ouebenans. all 

sub — at nominal prices. THE PRESS 
EN VING CO., 88 and 9 Centre Bt. N.Y. 


Nomnest Advertising Novelty Yet. Our 
Patented Postage Stamp Case for ket. 
riven two_stam for sample an nig 

ERMORE & KNIGHT, Providence, R. L 


r 
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HE LORD & THOMAS Religious News- 
oad Combination is THE medium for 
advertisers to reach the best buyers of the 
West. Lowest rate by all advertising = S 
HE JOURNA at n; 
Texas, is one of a “‘ PREFERRED ST 
of news rs DAE. my to advertisers 
by Geo, well & Co. as a desirable me- 
dium. 
se - PICNEER, Published at at  Bogieon, Me. 
is one of a “ D LIST” of 
Geo. Po ktow SS ae to yadverilsers by 
owell - Co. as a desirable medium. 
Established 185 


ATIONAL rRibvan is the guy iy preer 
published at Washington, h 
the American Newspape te oar for 00,000 
accords a regular cire ulation exceed. 
copies each issue. 


HE LEDGER, of Chicago IIL, is one of 

the 100 publications in America that, ac- 
cording to a list published by Geo. P. Rowell 
& Co., circulate between 25,000 and 37,500 
copies each issue. 


| ELLAIRE, Ohio._THE TRIBUNE, Daily 

and Semi- Weekly, is the paper named in 
Geo. P. Rowell & Co’s list of newspapers 
give advertisers the most for the money, for 
liaire,O. Try it. 


HE MEDICAL BRIEF, published at St. 
Louis, Mo., is one of a select list of medi- 

cal journals recommended to advertisers by 
Geo. P. Rowell & Co. as a desirable medium 
in its particular field. 


ere CALL, San Francisco, Cal., is 
4¥E one of the 45 publications in ‘america 
that, according to a list published by » FP. 
Rowell & Co., Fy on me between 37,500 and 
50,000 copies each iss: 


HE SOUTHERN —— Dallas, Tex., 
is one of the 100 publications in 7 
that, according to a list published b 
Rowell & Co., circulate between 4 f and 
37,500 copies each issue. 


= D eq E tyy ¥" FOUNTAIN PEN. 
nit The Poi - ae k oi platon, 

ep ye | ‘inely nicke ated. 
ia ts out ofvorder. Prepai ey « w. 
KINY, Yarmouth, N. 


'QVHE AMERICAN ANALYST, of New York, 

is one of the 100 publications in America 
that, according to a list published by Geo. P. 
Rowell & Co., circulate over 25,000 copies each 
issue. It goes to families. 


HE NEW ENGLAND FARMER, published 


at Boston, Mass. —_ is one of a select list of 
ey yn os ares 8 recommended to adver- 


. 5, 


tisers Rowell & Co., as a desirab’ 
Ly init its urtiodan field. 


HE NEBRASKA FARMER, published at 
Lincoln, Neb., is one of a select list of ag- 
en journals recommended to adver- 
rs by Geo. P. Rowell & Co., as a desirable 
ph in its particular fi field. 


ASHION AND FANCY, ublished at St. 
Louis, Mo., is one of a select list of house 
hold and fashion journals recommended to 
advertisers by Geo. P. Row 
sirable ‘motion in its 1 its particular field. 


HE EVENING NEWS, Detroit, Mich., is 
one of the 10 aay publications ir in Amer- 
ica that, poceesing ou Ly treulate hed by 


Geo. P. Rowell between 
87,500 and 50,000 a. & 
TS} MEDICAL a Cini at ST. 
UIs, i is one of the 100 publications 
—o3 = ished 
8, Geo. P. Rowell & Co., ¢ between 
000 and 37,500 copies each ate 


HE woes, published in New ” York City, 
“ot The 28 mg in the 

hat, accordi , Ae a list pub- 

Geo. P . Rowell & —* be- 


tween 100,000 and 150,000 copies each issue. 


ell & Co. as a de- jo’ 
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R, of Atlanta, Ga., is one of a 
ot list of agricultural journals recommen 
i to advertisers by . P. Rowell & Co. as 
a desirable medium in its. particular field. 


HE CHRISTIAN ADVOCATE, New York 

City, is one of the 43 publications in the 

ted Sta gue thet, according to a list pub- 
lished by Geo. P. Rowell & Co., circulate 
between 50,000 and 75,000 copies each issue, 


ORNING JOURNAL, published in New 

York City, is one of the 28 publications 

in the United States that, according to a list 

ny by Geo. P. Rowell & Co. ., Circulate 
tween 100,000 and 150,000 copies each issue. 


PN of CE SOUTHERN CU L- 


oo AAEM AND AND HOME, published at Spring 

, is one of the 27 publications 
in the United Sta tates that, according to a list 
published by Geo. P. Rowell & Co., have a 
regular average issue of more than 150,000 
copies. 


HE price of the American Newspaper Di 

rectory is Five Dollars, and the purchase 
of the book carries with ita paid subscription 
to Printers’ Ink foroneyear. Address: GEO 
P. ROWELL & CO., Publishers, No. 10 Spruce 
St., New York. 


HE NEW HAVEN REGISTER is the only 
paper in Se State of Connecticut whose 
entire subscription list is paid in advance. 
which is the at proof that it is taken f. ir 
its worth as a newspaper, and that its circu 
lation is not forced. 


HE BRENHAM_ BANNER—Daily and 

Weekly. Only English paper published 
in Washington County, wae contains a 
population of 35,000, Geo. P. Rowell & Co., 
Agents, New York. J.G. RANKIN, Proprie 
tor, Brenham, Texas. 


HENEVER an acvertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient e pay for a year’s subscription to 
a CO. _— yy ht ty ngs uL 
ewapaper Advertising Agents, No. 10 

Spruce St., New York. 


HENEVER an acivertiser does business 
with our Advertising Agency to the 
amount of $50, he will be presented with a 
complimentary oe of the American News 
per Di 3g 7 — < 1,450 pages, price 
G. P. 0., Newspaper Ad- 
vertising Agents, 0 <i... St., New York. 
EXAS FARM AND RANCH, a semi- 


monthly published at Dailas, has, ac 
cording to the American Newspaper Direc- 


le tory for 1890, by far the largest circulation of 


any agricultural Destodiont rinted in the 
State of Texas. Eastern Office—22 Times 
Building, New York. 7 °C. BUSH, Manager. 


HE MEDICAL WORLD (Philadelphia) 
has a circulation larger than that of any 
other medical journal in the world. Its 
gpen to — rooms and binding rooms are 
jon at any and all times. 

bows vault ns nds of proof of circulation and 
a comparison with any other medical 


CRANTON TRUTH.—Geo. P. Rowell & Co. 
publish a list of the sy most widely cir- 
culated and influential newspapers issued at 
important business centers throughout the 
— j—the newspaper in each place that 
yt advertiser ¢ most for his money. 
this list THE TRUTH, Daily, is named 
for Scranton, Pa. 


Re: WIS.—Geo. P. Rowell & Co. pub- 
lish a list of the best or most widely cir- 
pore or influcatial ae issued at 


_ i... bm ay on 
count j—the ne 
ves advertiser th t ey is money. 
this list THE JOURN AL, Dally and Wee Week- 
ly, is named for Racine, 
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CULATION 1,500,000. There were print- 

ed and circulated for 1890 the above nuin- 

ber of GRIER’S ALMANAC. An Almanac 

calculated for the Gulf States. Space is al- 

re ey being spoken by? 1891. Only 14 pages 
J. W. BURKE & CO., Macon, Ga. 


=, ILLINOIS.—Geo. P. Rowell & Co. 

publish a list of the best or most widely 
circulated or influential aowupagers issued 
at important business cente ya 
the country ; the nora in each place 
that gives the advertise e most for his 
money. On this list THE TIMES. Daily and 
Week y, is named for Pekin. 


_— ANY (N. ¥.) DAILY PRESS & KNICK- 
BOCKER. is one of the papers spe- 
¢ ially - commended in Geo. P. Rowell & Co’s 
list of repseneaeee? newspapers. The Daily 
and Sunday PRESS are recognized as the 
most popular family newspapers published 
at the Capital of the Empire State, being 
independent, newsy and reliable. 


AKLAND, California.—Geo. P. Rowell 

& Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through- 
out the country ;—the newspa og in each place 
that gives the advertiser the most for his 
money. On this list/THE yt Daily 
and Weekly, is named for Oakland. 


K ENOSH ae WISCONSIN.—Geo, P. Rowell 
A & Co. pu blish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through- 
out thecountry ;—the sy age each place 
that gives the adve most for his 
money. On this list THE TELEGRAP COU- 
RIER, Weekly, is named for Kenosha. 


7 ORWICH, CONNECTICUT.—Geo. P. Row- 
AN ell & Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through- 
out the country;—the new r in each 
place that gives the advertiser the most for 
his money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich. 


G ALESBURG, ILL.—Geo. P. Rowell & Co. 
W publish a list of the best or most widely 
circulated or influential newspapers issued 
atimportant ee —y me 
country; the newspaper in f yor 

gives the advertiser the most 4 I~ . 
On this list THE REPUBLICAN. 'REGISTE 
Dally and Weekly, is named for Galesburg.” 


OS ANGELES, CAL.—Geo. P. Rowell & Co. 

publish a list of the best or most widely 
circulated or influential newspapers issu 
at ome & a centers throughout 
the country ; mepaper in each place 
that gives the ~t x the most for his 
money. On this list "THE TIMES MIRROR, 
Daily and Weekly, is named for Los Angeles. 


DVERTISING IN GERMAN NEWSPA- 
PERS throughout the United States and 
Canada carefully executed, at Scene 
prices, and with every advantage as to pos 
wom. 1 eer changes, etc., by GEO. P. ROW. 
10 Spruce St., New York City. 
r git. List of all German News: pers, 
with cireulation of each, in pamphlet form, 
sent on receipt of cents. 


EWISTON JOURNAL.—Geo. P. Rowell & 
4 Co. publish a list (ONE PAPER IN A STATE) 
in which they name the one publication that 
“is read by the largest number of the 
class of persons” throughout each one of the 
States, Territories, Districts or Provinces of 
a United States and Dominion of Canada. 
For the State of Maine the Tr named on 
this list is the LEWISTON - SOURNAL. 
NE of the most t successful advertisers we 
ever had always ordered his advertise- 
ments in this way : * Get the best service you 
can for me for $5,000." He left every detail 
to us. ere is no more expensive luxury 
for an advertiser to indulge in than to tie 
his agent’s hands by setting his 74 to tell in 
advance may what he wil GEO. P. 
ROWELL & CO., 10 Spruce a Now York. 
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die ~ ARGOSY, New York, akin grade, il- 

ustrated family weekly ( ges), is 

one of 36 jablications that, accordi 

lise publi: Geo. P. Rowell & Co., circu- 

wae fees 2 000 and — co. _— each 
ue. The a werage is 114 000. A ising, 

ry cents per line. with discounts for amouae 





WANTS AND FOR SALE. 
Advertisements under this head 2% cents aline 


WANTED. 


ANTED.—Advertising agent, having dis- 

posed of his business, desires position 

os we eS of reliable firm. Address 

PRINTERS’ INK. 

Vv ANTED—Premium users to send 2 cts. 

for sample of the best 25-cent Fountain 

Pen ever invented. Catalogue of Premium 

Goods mailed free. W. PRESCOTT PRAY, 
Lynn, Mass. 

wer: a thorough newspaper man, 

the General A ency of a daily or weekly 

paper. Alsoa - =~ gy f magazine. Best 

7 * GENE- 

» INK 


of references urnish 
RAL AGENT,” care of PanerE 


N EXPERIENCED / aeicnenl and 
New - ser Man, now employed, possess- 
ing knowledge of the relative value of the 
>_ mediums of the country, desires to 
»e advertising manager of a newspaper, or 
of a firm ae | gen or large local 
adv = OMER,” care of 
PRINTERS’ INK. 
VERY ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. Asa rule, one insertion can be relied 
upon to do the business. 


O A WRITER competent to handle man- 

ufacturing, financial, and general statis- 
tics for a Southern Manufacturing, Trade 
and Industrial Journal, a permanent position 
is offered. Must bea ready writer, and able 
to re-write and shape facts, data, etc., which 
may cometohand. His duties will be those 
of a general collaborator and editor, and, if 
able, will be expected finally to go South 
and take —— control of the make-up of 
=e reading department of the paper. ust 
be well conn , of medium with mod- 
ern ideas. Address F. ERW , Grand d Cen- 
tral Hotel, New York City. 


FOR SALE. 


ARYLAND FARMER, Baltimore, Md. 
Easy terms. Rare opportunity. 


ATR new, 6-col., qua ” quarto Chases, with bars, 

{4 — Also pair 8-col. Chases, only 
10. ect condition. L. P. THAYER, 
est Randolph, V 


R SALE.—Well established newspaper 

for much less than reai value. Good 
reasons for suing. Write for particulars, 
Address ** PR ” Rossville, IL 


LEADING Weekly Soc Society Paper in Chi- 

cago, with = without job o Cash 
or time. Send for sample copies and infor- 
mation. RAMSEY, 751 751 Shober St., Chicago. 


. eT cweekly, in Southern 
Profits on established business 
will p: oar back price inside a year. Growing 
concern. Address “ REASONS,” care Print- 
ERS’ 
F YOU want to sell pe Newspaper or 
Job Office a ne J of Type, 
tell the story in twenty Caves wr ords and send 
it, with a dollar bill, to the office of =" 
ERS’ INK. If you will sell cheap cnouge. 2 
single insertion of the an t will 
generally secure @ customer. 
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A JOURNAL FOR ADVERTISERS, 


GEO. P. ROWELL & CO.,, Pwvs isuers. 
Office: No, 10 Spruce St., New York. 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance; 
single copies, Five Cents. No back numbers, 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 25 ccnts 
a line; $50 a page; one-half pave, $25; one- 
fourth page, $12.50. First or Last Page, $100. 
Second Page, vext to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements, occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 25 
centsa line. Advertisements must be hande 
in one week before the day of publication. 








NEW YORK, AUGUST 6, 1890. 





THE Albany (N. Y.) Zxfress an- 
nounces that it intends running every 
morning, at the top of its first or 
eighth page, an original maxim as to 
the value of advertising. To this end 
it invites various well-known advertis- 
ers to contribute their opinions, briefly 
expressed. Newspapers generally are 
beginning to realize the value of en- 
couraging a belief in the efficacy of 
newspaper advertising, and the great 
power which they control in their own 
columns offers a good as well as cheap 
means to the end. All efforts in this 
direction are well advised. 


S. C. BECKWITH, whose portrait occu- 
pies a prominent position in this issue 
of PRINTERS’ INK, is a well-known 
special newspaper agent, having offices 
in the Tribune Building, New York, 


and the Rookery, Chicago. Mr. Beck- 
with represents a large number of out- 
of-town papers, the following being a 
complete and corrected list: Philadel. 
phia Item, Chicago Times, Chicago 
Mail, Kansas City Times, Portland 
Oregonian, Denver Republican, Sacra- 
mento Record-Union, Salt Lake Tri- 
bune, Omaha Republican, Baltimore 
Morning Herald, Baltimore Daily 
News, Pittsburgh Press, Rochester 
Post-Express, Minneapolis Tribune- 
Star, St. Paul News, Leadville Chroni- 
cle, Leadville Herald-Democrat, Fort 
Worth Gazette, Austin Statesman, San 
Antonio Express, Waco Day, Wichita 
Eagle, Memphis Avalanche, Birming- 
ham Age-Herald, Atlanta Journal, 
New Orleans States, Portland Tele- 
gram, Guthrie News, Seattle Morning 
Journal, and Spokane Falls Review. 
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INK. 
A NORWEGIAN journalist, who has 
lately started a newspaper in Minne- 
sota, makes the curious announcement 
in his salutatory that he will ‘‘ do the 
best he can, and try to get out the 
paper once a week.” 


**You might just as well set a hen 
on china eggs and expect to hatch a 
brood of chickens as to do successful! 
business without advertising,” is th: 
way the Monson (Mass.) Mirror states 
a more or less obvious truth. 


EVIDENTLY the hot weather does not 
interfere with business enterprise in the 
far South. Through the columns of 
the Arcadia (La.) Advance the follew- 
ing tempting offer is made: 

For Burial Robes at r-5 the price of a suit 
of clothes, and everything in the undertaker 
line, go to J. H. Jackson’s, 

When burial robes may be had so 
much cheaper than a regular suit of 
clothes, it is surprising that any one 
prefers the latter. 


GEORGE R. KENNEDY, the adver- 
tisement writer, whose article on ‘* Ac 
vertising for Dry Goods Houses” ap 
peared in PRINTERS’ INK for July 16, 
now writes as follows: ‘* I am having 
practical evidence of the wide circula- 
tion of your big little journal in num- 
erous letters from several States, and 
pleasant calls from bright men hereto- 
fore unknown to me.” Such instances 
are constantly coming to hand, an 
carry with them a very obvious mora! 
** A word to the wise,” etc. 


AT the late meeting of the Montana 
Press Association, Colonel Sam Gor- 
don, of the Miles City /ourna/, told 
his fellow publishers all about adver- 
tising agents. The speaker had evi- 
dently been a careful reader of PRINT- 
ERS’ INK, and quoted it several times 
in support of his arguments. He was 
of the opinion that the responsible 
advertising agent is engaged in a busi- 
ness as legitimate as brokers and com- 
mission men generally, and referred to 
Charles A, Dana’s words to the effect 
that the general agents are indispensa- 
ble. Colonel Gordon made a good 
point when he urged that the advertis- 
ing agent brings the newspaper a class 
of business which the publisher would 
not be justified in accepting without 
an advance payment if it came direct 
from the principals. ‘* In such cases, ” 
said the publisher of the /ourna/, *' the 





PRINTERS’ 


middleman is an absolute necessity ; 
he is the guarantor for a class of busi- 
ness that no publisher would take 
except for cash in advance.” On the 
other hand, he thought that the agent 
was in the custom of looking at pub- 
lishers through the big end of his opera 
glass, which deplorable habit ought to 
be discontinued. Upon raising the 
query why publishers generally give 
agents lower rates than they would 
accept from local advertisers, he 
said very truly: ‘‘Is it not because 
nearly every country newspaper has a 
certain amount of unproductive space 
which it is more profitable to fill even 
t low rates than to permit it to remain 
idle? And isnot the cause of this con- 
dition of affairs to be found in the uni- 
versal disinclinatiom of our local busi- 
ness men to patronize the home pa- 
per?” There was one matter which 
had caused the Colonel no little per- 
plexity, and that was the strange con- 
duct of an advertising agent some three 
years ago. The agent, it seems, had 
an advertisement running in the Colo- 
el’s paper, and at the expiration of 
the contract voluntarily offered him an 
ncrease inrates. In all his newspaper 
experience he had never known of a 
parallel case, and to this day he is ata 
loss to account for this extraordinary 
proceeding. Notwithstanding all this, 
Colonel Gordon thinks that advertising 
agents are not, as a class, exactly 
philanthropists. 


In these days of rivalry in adver- 
tising, when the great retail houses in 
the cities, as well as the manufacturers 
of specialties, strive to see which can 
produce the most telling newspaper an- 
nouncements, it is gratifying to observe 
that the efforts put forth by Americans 

e being recognized in many foreign 
countries, In the course of a rather 
commonplace article on the subject of 

\vertising, a New South Wales ex- 
change remarks upon the excellent 

lvertising done by ‘Our Ameri- 
can cousins,” and asserts that they 

“have already many imitators in this 
colony.” Where advertising is found 
to be inferior or ineffective, it is usually 
due to the fact that it has been neglect- 
ed; but as people everywhere begin to 

ilize that whatever is worth doing at 
all is worth doing well, they will take 
more pains in the constructing and 
placing of their advertisements, and 
consequently see a greater increase in 
their returns. 


INK. 


INCOMPLETE ADVERTISING. 
Tue HeEratp, 
Daily and Weekly, - 
MANSFIELD, O., July 22, 1890. } 
Editor of Printers’ Ink: 

I clipped the inclosed advertisement from 
the Columbus (Ohio) Suaday News, and send 
it to you at the suggestion of my wife, who is 
a constant and carefu! reader of both Print- 
ers’ Ink and the News. We would like to 
learn from you, or some one, what line of busi- 
ness Messrs. Lawrence, Butler & Benham 
(‘the Young Firm’’) are engaged in, what 
their “principal offerings for last week” 
consisted of, what they will “ offer next week,’ 
and, in short, whether this style of advertis- 
ing is profitable ? 

Geo. U. Harn. 
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al AW RE NCE, “BU TL ER 4 & BENHAM. 
THE YOUNG FIRM. 
CARD. 

Our principal offerings for last week were 
taken advantage of by a large number of 
people. 

Next week we offer the same, and unusual 
bargains in addition. 

No one can afford to miss this midsummer 

e. 


We close at four o’clock Saturday. 
TELEPHONE 1252. 
LAWRENCE, 
BUTLER & 


ENHAM, 
Butler Building, High and Gay Streets. 





The above communication is printed 
here because it draws attention to a 
form of error unfortunately not uncom- 
mon in houses which do considerable 
advertising. Where a man has been 
writing the announcements of a certa‘n 
firm day after day, he is apt to become 
forgetful of the fact that his readers 
are not all as familiar with his subject 
as himself. Asin the instance above 
quoted, it is presumed that the public 
has been following former advertise- 
ments with at least a moderate degree 
of attention. This is amistake. Each 
advertisement should be complete in 
itself, and so constructed that, although 
a person may not have seen any one of 
the foregoing series, he will find in the 
card before him an unmistakable invi- 
tation, or inducement, to become a 
customer of the advertiser. So long 
as this principle is not violated, there 
is, of course, no objection to refer- 
ring to advertisements that have gone 
before. It is well, however, to bear in 
mind the fact that the modern daily has 
new readers every day who are as 
worthy of the advertiser's consideration 
as the persons who order the paper 
from their newsdealer by the month. 
Write to reach everybody, and make 
your announcements so plain that no 
one will wonder what you are driving 
at.—[Zd@, Printers’ INK. 
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POINTERS ON ADVER- 
TISING. 


A newspaper advertisement should 
—aside from announcing a good and 
genuine bargain—possess a unique or 
striking appearance; a feature that 
will, from its originality, attract atten- 
tion ata glance. Your advertisement 
should be made to look unlike that of 
any other announcement that is likely 
to appear in the same publication. 
This singularity of shape may be se- 
cured by an odd arrangement of rules, 
type or other typographical peculiari- 
ties, or by means of peculiar and 
original illustrations. For a year or 
more I resorted to the former plan. 
At the end of that time I found that 
my daily endeavors had exhausted the 
resources of the best equipped offices. 
I then resorted to cuts. For two years 
I have relied largely upon illustrations 
for success ; and, aided by an unusu- 
ally clever artist, have, I fancy, met 
with a satisfactory degree of success. 

The idea, or principle, underlying 
these efforts for originality or unique- 
ness is this: The average newspaper 
reader has no regard for the advertise- 
ments. I speak now of Detroit and 
Michigan readers. In New York and 
some other cities I know people seek 
to inform themselves regarding the 
bargains offered, but here it is not so. 
Subscribers seek thenews. They first 
make a cursory survey of the chief 
headlines—the Local, Telegraphic, 
Commercial and Marine News depart- 
ments, and then they proceed to a 
thorough review. 

In making this casual or sweeping 
survey—in turning the several pages 
of the family publication—their glance 
may be arrested by an unusual or 
unique typographical or pictorial dis- 
play. "Tis this glance that the adver- 
tiser is after—that he must secure to 
obtain the desired results. Without it, 
five-dollar gold pieces may be offered 
for five cents and no one will lay claim 
to them; with it, hundreds of custom- 
ers may be obtained and hundreds of 
dollars made. Another point—adver- 
tisements should be candid, truthful 
and plain, Circus advertisements and 
bombastic, spread-eagle announce- 
ments may impress the unthinking 
public once or twice, but their power 
to influence is soon gone and reaction 
is bound to set in. Glittering general- 
ities, sweeping claims of the largest 
and finest stocks and lowest prices, are 
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equally short-lived and useless, in my 
estimation. Specific announcement 
of particular garments, or articles at 
particular prices, accompanied with a 
comparison of the regular values or the 
figures, charges made by others, all 
briefly stated—are bound to create bet- 
ter and more immediate results. 

Stiff, stereotyped fashion-plate cuts 
should be avoided. They are not only 
commonplace, and for that reason un- 
likely to command attention, but they 
are further lacking, in that they do not 
represent, or give an accurate idea of, 
the garments they are supposed to rep- 
resent. A clever cartoon, a local hit, 
a joke or a story may be easily made 
to apply to an announcement of almost 
any character, and will invariably se- 
cure attention, Continued in, the) 
become, in time, a conspicuous feature 
of the paper and are looked forward to, 
and commented upon, by the readers. 
Of course the expenditure of considera- 
ble gray brain matter and no little art- 
istic skill, as well as money, is required 
to keep up such a steady flow of picto- 
rial ideas; but the old axiom, of ‘* what 
is worth doing is worth doing well,” 
applies in this case as in all others. 

Give-away schemes, beginning with 
the cheap picture card and terminating 
with diamonds, horses, carriages and 
city lots—are bound to be boomerangs. 
They may give a temporary advantage, 
but in the long run the gain is w//. 
Competitors equal or excel your best 
endeavors in this direction ; customers 
are soon suspicious that an extra price 
is tacked on to cover the cost of the 
gifts, distrust is thereby aroused, and 
you find yourself in the end no further 
along inthe race for wealth. On the 
contrary, you have created a feeling in 
the community that will cost time and 
money to overcome, 

Booklets, panels, cards, etc., are passe, 
and have been relegated largely to soap 
and cigarette dealers and the smal! 
groceries, tea-houses, etc. They are 
no longer prized by country customers 
and scarcely accepted by city patrons. 
Only the high-priced, imported goods 

ass current, and the cost of these 

rings them into comparison with a 
wide range of advertising novelties 
from which you may perhaps select to 
a better advantage. 

Experience proves that novelties de- 
signed to benefit or instruct are slow 
to take and consequently unprofitable. 
Those devised to entertain or amuse 
are preferable. 





PRINTERS’ INK. 


Posters, well placed ; and circulars, 
nroperly distributed ; likewise cata- 
logues, may be made profitable at cer- 
tain seasons of the year or at times of 
some unusual local event, in reaching 
a class that possibly cannot be attracted 
through the regular newspaper chan- 
nels. Signboards serve simply to keep 
your name, and possibly your business, 
before a limited portion of the public. 
They do not cause direct or immediate 
sales, and are therefore of restricted 
value. Many merchants if questioned 
will confess that their outlay in this di- 
rection has been brought about by 
similar expenditures on the part of com- 
petitors, and not because they value it 
as an advertising investment. 

In this rather hasty review of adver- 
tising but brief refgrence has been made 
to the subject-matter, the composition 
and the goods themselves. The first 
should be brief ; the second plain and 
pointed, and the bargain itself should 
be reasonable, serviceable and of good 
value. Surely it is not profitable to 
select questionable qualities for public 
innouncement and by such publicity 
make widespread the knowledge of their 
inferiority. An old French proverb 
says: ‘* No one has a good market for 
a bad merchandise,” and it is equally 
well known that, ‘‘ The goods which 
please are already half sold.” Thus it 
behooves the wise merchant to strength- 
en his communications to the public— 
his invitations to trade—by selecting 
genuine and discernible bargains. 

lo summarize briefly, it might be said 
that successful advertising requires : 
First, ideas; second, an ability and 

sposition to carry them out. New, 
practical ideas in the way of advertising 
ire not created every day or every week. 
In fact, the man who in competition 
with the superior talent now similarly 
employed can furnish an original and 
successful idea once a month is sure of 
a speedy fortune.—D. /. McDonald, 
in the Clothing Gazette. 

~<a 
A CONUNDRUM FOR PUB- 
LISHERS. 
The ease with which an irresponsi- 
concern can humbug newspaper 
en is illustrated by the recent failure 
f the *‘ U. S, Advertising Agency.” 
he concern’s liabilities are $85,996.82, 
nostly due to country publishers. The 
issets foot up $86,508.30; but unfor- 

nately they are not worth. more than 
itty or seventy-five cents, being mostly 
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against ‘‘snide” concerns. With sev- 
eral agencies of unquestioned respon- 
sibility, why will publishers allow 


themselves to be victimized by every 
shyster who chooses to label himself 
advertising agent ?— Press and Printer, 


ieeecniias 
RESTRICTIONS FOR ADVER- 
TISERS. 


The publication of patent-medicine 
advertisements is combined with great 
difficulties in Russia, says the 4 ~gonaut, 
and tooth-powder, cosmetics, medicated 
soap, and similar preparations are com- 
prised within the category of patent 
medicines. The legal forms are thus 
prescribed : 

** The article must first be submitted 
to the examination of the medical 
authorities. If they approve of it, they 
place the manufacturer under bonds 
that he shall make his preparations for 
the market precisely according to the 
sample they have examined. Hereupon, 
they give him a certificate, which must 
be deposited with the medical censor. 
The latter again gives him a certificate, 
which must be presented to the general 
censorship bureau. If the general cen- 
sor hasno objection to the wording of the 
advertisement, it may go intothe papers. 
If one and the same advertisement is to 
be published in twenty different papers, 
it must go through this process from 
the medical commission down to the 
censorship bureau for twenty different 
times. Thename ofthe paperin which 
it is to be published must be specially 
mentioned, and the wording and size of 
the advertisement designated in the 
original application and approved by 
the various authorities. Now, in order 
to do away with this laborious process, 
or, at least, with the repetition of it in 
the case of each publication, the medi- 
cal council of the minister of the in- 
terior proposes to have each authenti- 
cated advertisement of this kind pub- 
lished in the Pravitelstvennig Viestnik 
(the general official organ), of St. 
Petersburg, and to allow all other pa- 
pers to copy it verbatim et hteratim 
from that paper without extra revision. 
Of course the publication in the first, 
as in all the subsequent instances, must 
be made at the expense of the adver- 
tiser.”’ 

————_ +e ————— 

WHEN a newspaper once gets the 
reputation of not being a paying me- 
dium for the advertiser, its race is run. 
— Milford (Mass.) Journal, 
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AN ADVERTISING SPECULA- 


TION, 


Among the many incidents character- 
istic of human nature is one which re- 
cently came under the observation of a/| 
young man connected with a prominent 
publishing house, one of the oldest in 
the country, and which has for three 
generations been conducted by the de- 
scendants of the original founder. With 
other publications there was issued a 
neat little treatise on household econ- 
omy, showing how, on a small income, 
it was possible to live comfortably. The | 
author was a woman and gave her book 
the title, ‘‘ How She Did It.” The 
book had a fairly good sale, but pres- 
ently there appeared to be a sudden 
and unaccountable demand for the vol- 
ume, and every fortnight the house 
was puzzled by orders for more. It 
ran through a fourth edition before the 
young superintendent learned the cause. 
The orders had invariably come from 
the same source, and it was then dis- 
covered that the persistent buyer ad- 
vertised the book extensively in sport- 
ing and other journals. His method | 
was simplicity itself. The title given, 
he would insert, ‘‘ Mailed secure for 
fifty cents, sealed.” — Truth, 


iiclaleniesetilbtie-cstete 
THE ARKANSAS IDEA. 


The example set by Zhe Mail and | w 


Express of this city, in printing a text 
of Scripture every day, has suggested 
an idea to the advertising patrons of | 
the Little Rock (Ark.) Gazette. Here | 
are a few specimens of the new style) 
of Scriptural advertising in that paper : 
“‘Go and cry in the ears of Jerusalem,” 
Try Pettibone’s hair restorer, 

If a man put away his wife and she go 
from him and becomes another man’s, shall 
he return unto her again?’”’ Divorces expe- 
y oe op secured at the very lowest rates. 

Apply to gag Tackleum, attorney and coun- 
sellor at 
“ Our 

eagles of 

bed bug 


ATT are swifter than the 
eaven.” Capper & Smack's new | 
may and musquito annihilator 
beats anything in the market. Large bottles, 
$1. Small bottles, 60 cents. 

“*How is the gold become dim!” Use 
Badger’s prime patent polish. It removes 
stains and blemishes from silver or plated- 
ware and all metal articles of domestic use. 


+> 





ALWAYS move a little ahead of the 
trade. As one local advertiser is wont | 
to say ‘‘Anticipate their wants.” 
Don’t wait until Christmas before you | 
— holiday goods. Always get 

our announcements in season,.— 
lford (Mass.) Journal, 
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Low Estimate , 

| Low Vatimates, :. NOD \ Adv'g Agency, oston 

Reliable Dealing. 265 Wash’n St. OWI! 
Portraits—Made to order fro 
Photos. Cheapest newspaper cu 
made. Send for proofs, CENTRA 


$1.00 PRESS ASSOCIAT’N, Columbus. ( 


Advertisers 


VION ET AGS GAME 
or Money Makes Money 


By the authorof LOGGMACHY ; is equa 
| ly good. The best two games published. Ask 
your dealer or send 50 cents for copy of eith« 

by mail. Copyrighted and publis ned by 
8 AM’L C. COX, CI Cc. COX, Cincinnati. Circulars fre« 


BELT DRESSING 


AND 


Leather Preservative. 


Warranted to give satisfaction. It abs 
| lutely prevents a belt from Slipping. Thor 
|oughly preserves the leather and protect 
| the elasticity of the belt. It will pay you t 
| send for circular. 


| JOS. DIXON CRUCIBLE CO., 
_Jersey City, N. J. 


AUSTRALIAN. 

Before fixing up your Australian contracts f: 

| advertising, wes should like you to write to us f: 
po estimate. We guarantee to save you money 
for, being on the spot, we can do advertising 

| cheaper than any other firm atadistance. A! 
| papers are filed at our bureau, and every a ype aL 
ance is checked by a system unparalleled for a: 
On application we will prepare any 

scheme of advertising desired, and by returt 
mail will send our imate. We desire it to tx 
watersioed that we are the leading Advertising 
rm in the Southern Hemisphere. F. T WIM 
BLE & CO., 369 to 373 George 8t., Sydney, Aus. 


A NEW 
Hanpy BINDER 


— 
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are. ootoged to — 
nd School, 


ey — Mouthiy Maz 
— bog Parents, a ach 
and Stude 
Ica, N. 








Opens flat, like a ote and when file is 
completed there is no need of rebinding. 

Made in cloth-covered boards, with title 
stamped in gilt. Sent, post paid, on receipt 
of 60 cts. Address the publis ers, 
GEO. P. ROWELL & CO., 10 Spruce St., 


| ANIDROSIS 


FOR SAFE 
| INVESTMENT. 


Having more business in this 

method than Ican do alone, I must have he!) 
and may indu to place my great hu 
| mane invention into a stock company, with a 
manager in each State or allotting 
territory to agents for sale of family outfits 
a local practice. To all who are in search 
of the true guide to moo nad lucrative pro 
| fession, let me send a > paper of evi- 
| 9°" Sr. ana interesti expienal ions. 


N. Y. 





F. CONANT, Skowhegan, Me. 
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MAINE NOW TAKES THI 

SUMMER RESORT; 
HARBORS NO BARS, 
” A LOT. 


ALTHOUGH SHE 
‘BAR HARBORS 


LEAD AS A 
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COMFORT SEEKERS not 
only journey to Maine for 
pleasure, but for BUSI- 
NESS as well. Advertis- 
ers find that MAINE'S 
MAGAZINES pay them 
handsomely; and the BEST 
PAYING, most generally 
circulated, of ANY ONE of 
these periodicals is “‘COM- 
FORT.” Subscriptions are 
coming in in hundred lots 
daily, thousands added 
weekly, right through the 
dull season, for people are 
bound to take COMFORT 
now, so that the FIRST OF 


IT 


SEPTEMBER RATES ADVANCE, as circulation is con- 


stantly increasing. If you take 


yearly space NOW, you will get 


into the HALF MILLION EDITIONS for $1.00 per line. 
THE GANNETT & MORSE CONCERN, Avucusta, Maine. 





American Newspaper Directory 


1890. 


Twenty-secend Annual Volume, 














Fourteen Hundred and Fifty-two 
Pages. Price, FIVE DOLLARS, 


This work is the source of information on 
Statistics of Newspapers in the United States 
and Canada. 

Advertisers, Advertising Agents, Editors, 
Politicians and the Departments of the Gov. 
ernment rely upon its statements as the 
recognized authority. 

It gives a brief description of each place 
in which newspapers are published, stating 
name of county, population of place, etc., ete. 

It gives the names of all Newspapers and 
other Periodicals. 

It gives the Politics, Religion, 
Characteristics. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription Price. 

It gives the Date of Establishment. 

It gives the Circulation. 

It gives the Names of all Papers in each 
County, and also shows the geographical 
section of the State the County is located in. 

It also contains many valuable Tables and 
Classifications. 

Sent to any address on receipt of price, by 
GEO. P. ROWELL & CO., 
PUBLISHERS, 

(Newspaper Advertising Bureau), 
to Spruce St., New York. 


Class or 





A BOOK 


—OF— 


6 Pages, 


EWSPA 
Abvernisine 256 Pag 


AILY SEWEPArEES }-4 NEW YORK 


otty, with baveraea re 
AILY NEW RS. “TN CITIES OF 
m.. than 150,000 population, 

DAILY NEWSPAPERS IN CITIES OF 
more than on 00 Pe} yulation. 

THE BEST LI® LOCAL NEWSPAPERS, 
covering every town of over 5,000 population 
and we" ry imc sortant county seat. 

PAPER ™ A STATE: the 
ban he. i an advertise 

STATE COMBINATIONS IN roo AD- 
vertisements are inserted at half 

A SMALL LIST TO ADVERT E oRVE RY 
section of the country: a choice selection, 
made with great care, guided by long experi. 


ence. 

LARGEST CIRCULATIONS. A COMPLETE 
List of all papers issuing regularly more than 
25,000 copies. 

NINE anes AINS IN ADVERTISING FOR 
ex portmeree 

GAINS. IN ADVERTISING IN DAILY 

= - -_ 
pecul 


yapers in many cities and towns; offers 
ar inducements to some advertisers. 

CLASS JOURNALS. AN EXTENSIVE 
List of the very best. 

6.62 VILLAGE 
NEWSPAPERS— 
|}more than one-half 

of all the American 

Weeklies—in which 

olive -‘rtisements are 

inserted for $46.85 a 

line and appear in 

the whole lot. 
ok sent to any 
address for 
| THIRTY CENTS. 





SPRICI 
¥sSTVY 
ee 
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EIGHT MILLION READERS, 


AMONG THE 
BETTER CLASSES OF THE RURAL MASSES. 
The Great Leaders of the Leaders, 


ALLEN’S LISTS. 


per cent. of the circulation of the periodicals of ALLEN’s Lists is in the rural districts 
niece the better classes of the masses. These periodicals are of mature age, are solidly 
established and are strong; they are subscribed forand are paid for by the inte Hgent classes 
of the masses because they fill a real want; they are not thrown together nor thrown around, 
but are ably edited, h have an able corps of regular paid contributors, are handsomely illus 
trated and printed, "and then go by mail direct into homes in every State and Territory. 


EIGHT MILLION READERS, 


Or One-Fifth of the Entire Rural Population of the United States. 


Circulation each month over 
The borrowing demand in the rural districts for 
such standard periodicals is great, and each 
mouth is believed to exceed 250, 000 Copies. 


Total number of families reached each month, over 1, 250, 000 
Asmall fraction over six to a family F ity 8.000, 000 readers; the families average 
larger in thanelsewhere. About 40,000,000 peo le, or something over 6,000,000 families, 
po OT try ricts; it will be seen that the periodicals of ALLEN’ ’s reach oue- 
o em. 





Affidavit of Circulation of all Issues Furnished Each Advertiser Monthly. 
Any other Reasonable ‘Proof of Circulation Cheerfully Furnished any Advertiser Whenever Requested. 
I not only guarantee ONE MILLION circulation each issue, but I always prove it. 
Should Less than ONE MILLION be printed and Circulated of any issue, of the Periodicals 
of ALLEN'S eet” = I _ Make ¢ in Exact Propor- 


HIGH QUALITY. HONEST COIINT. 
My Claim to Patronage: vi Qua anuuaom. 


Shrewd Advertisers Boom Business in August and Sept. 


You will find all the shrewdest advertisers booming business thro’ igh ALLEN’S LISTS in 
Aug. and Sept. issues, they don’t leave off in the — of the season, thereby making little 
pd 4 prote. Furthermore, shrewd a os ll tell you that while they drop out of 

1 papers and periodicals in July and August, still ow stay in in ALLEN’ LISTS, 
a A. | reason that these lists are strong enough year round—in 
season and out of season. 
Glowing Bostepey [from Hundreds of Advertisers, to the Effect that "i yt LISTS 
re the y Best General Advertising Mediums in the W orid, is in 
my Letter Files and can be seen at my ce. 

The following is cop! ne from at statement of GEORGE P. ROWELL & CO., ADVERTISING 
AGENTS, 10 Spruce Street, New York 

* ALLEN’S LISTS—$5. — agate line for over one million monthly circulation, 95 per 
cent. of which reaches rural homes. Can any general advertiser whose goods are in demand, 
or who wishes to create a demand from the masses of the country districts of the United 
States, afford to remain unrepresented in these monthlies ? These monthly periodicals reach 
all parts of every State and Terri tory. In making application for an estimate of the re = se 
advertising in a choice selection of wy oy Foy, ications, Dr. J. B. Coblentz, of Fort W 
Ind., writes: *Now get me somethi LLEN’S LISTS; it tga dandy.’ ALLI 
Lists are so frequently referred to by advertisers as producing large soputte, that it w Hs 

m proper the that the attention of the readers of Printers’ INK should be called to them. 
WELL & CO’S Ly ge ad t Advertising ising Bureau, 10 Spruce 8St., New York.” 
THE BIRD FOARD WORKS, Meriden, wri “We consider ALLEN’S LISTS 
the best advertising medium in . countr. 4 1d 
STANLEY DA » Advertising Bxpert, Equitable Building, New York, writes: * * * * 
‘Good wine needs no bush,’ rr? if I did not have the highest opinion of your mediums for 
advertising purposes, they would not lead and head the combination list of miscellaneous 
pubsootions in my guide. 
G. D. ee & CO., Corset Manufacturers, 46 West 14th St., New York City, state: 
* * * * “Result from an ad. in ALLEN’S LISTS, and what was supposed to be seven million 
other stratietinn —ALLEN’S LISTS gave greater results than five million of that circulation. 
We t add that we have received more satisfaction from your lists for money expended 
b— trom any other mediums we have ever used, and we belle ve we have used every paper 
and mageetse of an: C0. Manuf in the United States.” 

‘ASHER Manufacturers of ) dng A Machines and Wringers, Erie, Pa., 
show an average business of eighty dollars a day from a small standing ad. in ALLEN’S 
LISTS_reinfossed agg ee by an ad. oft from thirty to fifty lines. 

Hundreds of other Advertisers in all Lines of Business Testify in the Same Strain. 

Adv rate, $5.40 per agate line each insertion. Forms close the 18th of each month, 
prior to date at Sertodavenk 


E. C. ALLEN, PROPRIETOR OF ALLEN’S LISTS, AUGUSTA, ME. 
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THE ITEM. 


PHILADELPHIA, PA 


DAILY, SUNDAY AND WEEKLY. 


AN UNRIVALED BUSINESS RECORD. 
Magnificent success of the only Paper in Philadelphia owning and running 
WHOLESALE RAPID DELIVERY WAGONS (twenty-four in number), 
and the only Newspaper in the world owning two of R. HOE & 

CO’S MAMMOTH “QUADRUPLE” PRESSES, each Guar- 
anteed to print, fold, paste, count and deliver over 
One Hundred Thousand (100,000) perfect 

copies of ‘“‘ The Item” every I hour. 


FROM JANUARY 1, 1890, TO JUNE 30, 1890. 


| January. FRBRUARY. MARCH. 


143 











JUNE. 





~~ 346,960 | 173,740 192.440 *170,600 


163,500 *168,300 174,040 
165,800 169,900 175,600 
+ 41,420 + 41,089 
169,640 174,080 
) 176,100 


Se 


22) += 


wee 


17 176,820 
174,700 176,600 
176,300 180,900 
*170,060 *173,200 
174,060 


vod a z 2,4 | *169,800 
170, 400 a b, 73,3 1 170,640 
171,900 : 75,2 f ann’ 

- + 41, "960 














5,210,232 5,662,198 6481,00 5,838,221 


5,326,618 








. Sunday. + Wee 
above statement =, not include free copies distributed, exchanges or returned papers. 


Total of all issues for Six Months - - - 32,843,766 
Total for 155 Week Days’ issues - 28,264,346 
Daily Average for Six Months - - 182,350 
Total Sunday Circulation <- - was td 420 
Average Sunday Circulation - 
Total Weekly Circulation 1, iss. SS6 
Average Weekly Circulation - - 45,495 
City of Philadelphia, ss : 
Personally appeared before me, the subscriber, Jouyn F. Po_g, Magistrate of Court No. 10, 
of ' the said city, HARRINGTON FitzGERALD, who, bein p duly sworn according to law, doth 
ose and say: That he is the Manager of the Phil elphia ITEM; that to the best of his 
»wledge and belief the above table correctly shows the circulation of THE ITEM from 
January 1, 1890, to June 30, 1890, inclusive, and further <oqenent saith not. 
RINGTON FITZGERALD. 
Sworn and subscribed before me, this renee. ney eighth das day of Juiy, A. D. 


E, Magistrate of Court No. 10. 


S. fw BEC KWITH § SOLE (| 48 TRIBUNE BUILDING, New York. 


» AGENT,! 609 THE ROOKERY, Chi cago. 


kne 
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Can You Join 


The goodly company of advertisers whose business 
receives this indorsement, which is printed every week 
in each issue of the paper? 


DA AAAA Abb bp bb bh hhh jah 
(1444444444444 4 4444444444444 444464484 


“THe Sunpay ScHOOL TIMES 
intends to admit only advertisements that 
are trustworthy. Should, however, an ad- 
vertisement of a party not in good standing 
be inadvertently inserted, the publisher will 
refund to subscribers any money that they 
lose thereby.” 





MM AAAAAA, 
66442224845 
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DPD ADAAAAAAAAAAA 


DADA 
VAY YAA 


eee eee eee eee eee eee eee 
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If You Can, 


Then write to us for rates, or any other informatior 
wanted, and we will tell you all about this paper, which 
leads in circulation, character, exclusiveness and guaran- 
tee. At the same time, if desired, we can tell you about 


Sunday School Times. 
| hese Papers = PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National Baptist. 
Christian Standard. 
—e Presbyterian Journal. 
3 ine Ref’d Church Messenger 
Costs in Episcopal Recorder. 
These 14 Weeklies Christian Instructor. 
I time. | I month. |3 months. ek em ae. 


* $32.90| $119.94! $346.54 * Lutheran. 
Over 260,000 Families BALTIMORE. 
Are reached Baltimore Baptist. 
Every time. Episcopal Methodist. 
Try it. 
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Each of which is a home journal of the best character, 
having the confidence of its readers, gained and held 
through years of usefulness and good work. 


One 
Price 
Advertising 
Without Duplication 
Of Circulation 
HOME BEST 
The JOURNALS 3B eccnten . — 5 
a Every Week Chestnut & Tenth Sts., 
Religious Press “geo ... ; ' 
Religious Press PHILADELPHIA, PA. 
Association 


Association, Phila (Mutual Life Building.) 
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Our 
Country Home, 


NEW YORK. 








WE GUARANTEE THAT 


Our Country Home 


Has a paid-in-advance Subscription List of 


MORE THAN 100,000. 


We prove our circulation by affidavits, or by postage receipts. We will 
accept good business, either direct or through any responsi- 
\ le advertising agency, subject to proof of above 
circulation, or make no charge, 


Our Country ive a 


Is published monthly, and is to-day recognized as one of the Leading 
Rural Home Journals of America! 


Each number consists of Sixteen to Twenty-four Pages, 
handsomely illustrated and well printed, 


ADVERTISING RATES. 
60 Cents per Agate Line, 


DISCOUNTS. 
3 Months 5 per cent, 
6 Months...... oonschapehbuaborubeen ro per cent. 
12 Months 15 per cent. 


Send COPY and ORDER AT ONCE for NEXT issue, 


OUR COUNTRY HOME PUBLISHING CO.,, 


88 Fulton St., New York. 
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NEWSPAPERS 
KNOWN 
\CIRCULATION 


The 
Saturday Globe, 


OF UTICA, N. Y. 


5 5 eter 
rete ete 
SU IILILILILII IIIT iiiii) %. 
- ofete 


«The Greatest Among the Great Weeklies, . 


AND 


The Favorite Medium 


OF ALL 





:-O-: 
CIRCULATION EXCEEDS 


PM IIIIIIIIIITILITIITiiiiiiitiiiiiiii iii see 
S 


® Shrewd, Far-seeing Advertisers. 


© 242,000 Each Issue! *. 


———@V60q“@oe 


A. FRANK RICHARDSON, 


SPECIAL EASTERN ACENT, 


“ 18, 14 & 15 Tribune Building, 317 Chamber of Commerce, - 


NEW YORK, CHICAGO. 
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TO PRINTERS. 


If you are in need of 





=Printing Inks 


of any grade or color, 
before ordering else- 
where, send to the 


W. D. Wilson Printing Ink Co. (Isd), 
140 William St., New York, 


for Special Prices and Discounts. 
They are in a position to offer better in- 
ducements than others. 


They are noted for the excellent quality of their goods, and 
their promptness in filling orders. All orders received before 
12 M. are filled on the same day, unless for Inks of special 
manufacture, which take one day longer. 


« The Cul Inks- «# 
Manufactured by this Company are, without 


exception, the finest in the market. 


For printed specimens, see The New York Clipper, 
printed with our 25-cent Ink, New York Life, 
printed with our Fine Cut Ink, and D. Appleton & Co.’s 
publications, printed with our Extra Fine Coated Paper Cut Ink, 


ADDRESS 


W. D. Wilson 
Printing Ink Co.)\qgammy 
(Limited), “= oe 


MD». 
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Miscellanies. 


GREAT SCISSORS ! 
Office Boy—The dog’s upset all the 


ink, sir. 
Editor wh ey A od s unfortunate. 
And he’s licked out the paste pot 
and aed off the scissors, sir 
Ed. (excitedly)—By thunder! I’l! have the 
beast shot.—Frank Leslie's Popular Monthly. 


Figg—Does Simpkins write poetry ? 
Fogg—No; he wrongs it.— 7he Jury. 


A Chicago wag advertised for agents 

ddle artesian wells, and he got twenty 

oa ies in the first mail. One wanted to know 

how many he could carry along in a one-horse 
lumber wagon.— 7exas Si/tings. 

Cora— Miss Fussanfeather’s hair used 
to be black. I see it is turned toa chestnut. 
How do you account for that? 

Clara—I believe she has been using the 
funny papers to do her hair up in.— Yonkers 
Statesman. 


First Printer—What are you saving 
your money for, Bill? 

Second Printer—1’m a-going to get my wife 
a new hat. 

“* What ! you ain’t reformin’, are you, Bill?” 

“No; but I’m bound to give my wile a 
display head for once in her life. "—Burling- ° 
ton Free Press. 


Pentameter Dribblets—Say, see here! 
the paper says that Edwin Arnold has been 
offered $100,000 for his new poem. Now, 
that’s all rot. 

Jinks—That’s a good deal of money, but it 


may be so. 

Dactemenes Dribblets—I know better. I've 
written a ood deal of poetry myself, and | 
know just what it brings.—Zoston Times. 


Editor—Mr. Scribbler, I wish you 
would get up a little department headed 
**Children’s Sayings’’ and fill it full of the 
brightest little mots you can pick up. 

Mr. Scribbler—Very sorry, sir, but my chil- 
dren are all away on a visit and— 

“Then collect the bright things you hear 
said by other people’s children.’ 

“J—I never hear other people’ s children 
say anything worth printing.’’—Good News. 


INK. 
A Good Reason.— Kicker (to ed'tor): 


What the deuce do you put twenty-two col- 
umns of advertising matter in a twenty-eight 
column paper for? 

Editor (with sublime resignation)—For cash. 
—New York Sun. 


** How our ambitions are nipped by 
the frosts of experience,’’ sighed the poet. 

* Yes,”’ replied the editor; “I began 
as an amateur journalist, and here | am t 
day nothing more than a plain newspaper 
man.”’—Soston Courier. 

Play Writer—Just think what a mis- 
fortune I have had! A rat has eaten my 
manuscript of “* Pepin the Great” through 
and through. 

** Well, now you can say truly that there i 
at least some one in the world that has a tast« 
for your writings.”’"—Fliegende Blaetter. 


A Paying Profession.—Mr. Millior 
Humph ! Want to marry my daughter? News- 
paper reporter, | understand. / never heard 
of a newspaper reporter getting rich. 

Mr. Quickpen—Oh, ave. I know of a 
dozen who have married heiresses.—New 
York Weekly, 


Foreman (newspaper office)—Want a 
job as compositor, eh? Are youa good speller ? 

Printer—Well, not very, but—— 

Foreman—You won't do. A printer who 
doesn’t know enough to correct the mistakes 
of the editors has no business in a newspaper 
office.—Good News. 


“ Why is it, Mr. Cynique, that poets 
always write about the ‘dull red gold’? Gold 
is yellow, not red.”’ 

It’s the result of their fervid imagina- 
tions, Miss Bessie. Poets never see the color 
of gold, you know; they only hear about it.” 
—The Jester. 

Managing Editor Morning Daily, to 
Ap 2 ogee for Job—You say you are used to 

t work ? 

Toutes Yes, sir. 

Managing Editor—What was your previous 
occupation ? 

Applicant—I was a burglar, sir.—Aur/ing- 
ton Free Press. 

Irate Citizen (to office boy)—I want 
to see the editor. 

Office Boy—What do you want with him? 

~~ Citizen—1 want to thump tle clothes 


off h 
Office Boy—Oh, do you? 
me your name, age, etc., and fifty cents. 
Irate Citizen—What's that for? 
Office Boy—That's the price of death no- 


All right; give 


tices; half the regular rates you know.—Bos- 
ton Traveller. 


‘*What can I do for you?” asked 
the keeper of a printers’ supply house, ad- 
vancing to meet a man who had just entered 
the lace. 

want to see some cuts. , 

“ What sort of cuts?’ 

“Cuts of women.’ 

“*Do you want to use them for advertising 

urposes ?”’ 
“Oh, no. You see I am the editor of a 
magazine, and thought it was about time to 
ive another collection of American beauties. 
could have the cuts engraved, you know, 
but the stock variety does quite as well.”’— 


Arkansaw Traveler, 





Printers’ Ink: New York, August 6, 1890. 





